EG: The Time Inc. Online Steering Committee 
From: Bruce Judson 
Date: April 13, 1994 


Subject: SYSTEM DESIGN 


Purpose 


This memo is designed to provide an overview of the online service we are 
in the process of designing. The goals involved in creating this working 
document are (1) to describe exactly how each aspect of our service will 
work, (2) to highlight areas where significant software development is 
required, and (3) to raise issues that need to be resolved. 


Overview 


The service will be designed to operate at the maximum standard protocol, 
which is soon to be 28,000 bits per second, employing a client-server 
software application. This will permit users to access a rich array of text, 
graphics, pictures, and some audio and video. Consumers subscribing to the 
service will also recieve full Internet access and email capabilites. 


Consumer Access and Software Distribution 


Consumers will access the service through three potential mechanisms: (1) 
through dial-up service provided by Time Inc., (2) directly through the 
Internet, and (3) through gateways provided by other online services. 


We will distribute our software to consumers who want to access the service 
both (1) on disks and (2) through on-line downloads. The software will, 
among other factors, provide graphic access to the Internet. 


1. Dial-Up Service 


Time Inc. will establish frame-relay based telephone connections to major 
metropolitan areas. These fixed-cost leased lines, with associated modems, 
will provide dial-up service at maximum standard protocols. 
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Existing carriers (Sprint, Tymnet) cannot, in general, support a 14,400 
connection. As a result, consumers who do not live in major metropolitan 
areas which are served by our direct lines who use a dial up connection will 
still be able to access the service, albeit at a lower baud rate. Consumers 
with lower baud rate modems will also be able to access the service using 
existing carriers or our direct lines. 


2. Internet Access 


Consumers who are already on the Internet will be able to directly access the 
service if they can run the Time Inc. client software. 


3. Gateways from Other Services 


There are several ways this type of access may work: First, consumers may 
access our service through an Internet gateway provided by another service. 
If these consumers have our software, they will see our interface. 


Second, consumers may access our service through a direct line from 
another service to ours. In this case, the material on our server may need to 
be formatted in a specific way to meet the requirements of the host service. 
(This will be true for Microsoft.) These consumers may receive a more 
limited version of our service, and may not need our software. In this case, 
however, the tools incorporated in the consumer’s host service may be 
available for use with our content. 


The Sign-Up Process 


Consumers who have our software and access our dial-up service will be 
able to sign up for the service on line. This includes providing billing 
information, credit card information, and receiving a password. We will 
operate an 800 number for consumers to request our software. 


The sign-up process for consumers who access our content through other 
online services will depend on the details of our arrangements with these 
services. 


Consumers on the Internet will be able to telnet to our host computer, sign- 
up online, and receive passwords. We will also operate an 800 number for 
consumers who are uncomfortable with providing credit card information 
over the Internet. 
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Pricing 


We have not yet developed a pricing system. However, it is our 
understanding that: (1) It is technically possible to charge consumers who 
access our service through our dial-up capacity, through a direct line from 
another service, or using our client software across the Internet on the basis 
of time spent with our service. (We can, however, choose to charge a flat 
rate. ) 


The one area in which our pricing flexibility will be somewhat constrained is 
consumers who access our service through other dial-up carriers. If we pay 
for these phone charges, we will probably need to adopt a time-based system 
for these consumers in order to prevent potential losses (through heavy use 
and high telecommunications charges). 


From the perspective of pricing theory, we probably prefer a time-based 
system for all of our customers. A flat rate structure will not maximize our 
revenues: we will not have an ability to charge more to the people who use 
our product the most. In contrast, a time-based system realizes this 
objective. A time-based pricing system may also minimize any concerns we 
may have about the long-term cannibalization of our print products. 


Finally, we may want to incorporate in the system the ability to attach 
premium prices to specific areas, such as Time-Life Books. 


Interface Design 


We will need to develop a front-end interface for the service as well as an 
interface for chat and bulletin boards. We will need to develop as well 
hypertext and natural language query for magazine and book excerpts: a 
client-server interface that duplicates the functionality of Mosaic over 
disparate communication technologies. 


We would like the ability to customize the front-end of the interface for each 
customer. This will permit us to market a “Civil War service with other 
content” to Civil War buffs, a “SPORTS ILLUSTRATED sports service 
with other content” to sports enthusiasts, etc. 
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oA. 
Navigation, Personalization and Subject Classification 


Our working description of the service is included in the attached excerpt 
from Walter Isaacson’s memo on content. To provide this environment, we 
will need to develop (1) front-end navigation software that permits the type 
of choices Walter describes; (2) software that allows consumers to 
personalize the service as described; and (3) an internal system for 
classifying the subject of each article in Time Inc. publications. 


Functionality at Lower Baud Rates 


Consumers who access the service at baud rates below 14,400 or use 
SprintNet or Tymnet will receive the Mosaic-like interface we plan to 
develop (as described above). The functionality they receive from the 
service will, however, be limited. For example, graphics, video or complex 
audio will be time consuming to transmit. We can however, give users the 
choice of receiving this. 


Advertising and Transactions 


We will also want to include an advertising environment in the content of 
the service. There are two dimensions to creating online advertising: (1) 
what content is included in the service, and (2) how the content is presented 
to consumers. 


1) Advertising Content 


Advertising content can itself be divided into distinct areas: (A) 
environments that are “owned” by individual marketers, (B) environments 
that are essentially listings, and (C) shopping, and transactions. 


A. Environments for Individual Marketers 


We would provide an opportunity for marketers to provide consumers with 
in-depth product information. Consumers would navigate to this “product 
information environment” and specific marketers could be listed by subject 
or venue (i.e., the auto mall, the computer store, etc.) and alphabetically. 
Within each listing, the marketer would be able to provide consumers with 
choices to select specific types of information. For example, in the Ford 
venue, a consumer might have a choice of vehicles and within the “file” for 
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each vehicle have an opportunity to investigate a range of subjects (i.e., 
performance, safety, options, list pricing, etc.). Marketers would be able to 
provide consumers with text, graphics, pictures, and perhaps audio and 
video. 


In some cases, we might also create an opportunity for marketers to manage 
bulletin boards. Here, consumers would ask product questions and 
marketers would provide responses. These bulletin boards would be 
oriented towards consumers who are thinking of purchasing products and 


consumers who already possess specific products (1.e., the Ford maintenance 
bulletin board). 


These environments may also be a means through which we add value to our 
magazine ads and build traffic for our online service. We can suggest that in 
print ads in our magazines advertisers encourage consumers to visit their 
online applications “for additional information.” Ultimately, we might 
provide a price incentive in our online rates for such promotions. 


B. Listings 


If we achieve sufficient scale, we can potentially create a valuable service 
for home buyers: real estate listings that include color photos. We would 
need the capability to sort these listings by area, price ranges and specific 
features such as number of bedrooms. We might also choose to include 
other types of listings such as employment, which would similarly require 
search features (for location, field, experience required, etc.). 


C. Shopping and Transactions 


We will need a capability for consumers to request additional information 
from advertisers (such as videos or printed brochures) through the system. 
In all likelihood, we will also want to incorporate the ability to sell 
subscriptions to our magazines and book series on line. 


In addition, we need to investigate the technical issues associated with 
incorporating more extensive shopping and transaction modules in the 
service. These modules could, in all likelihood, link to outside services such 
as Easy Sabre. 
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2. How the Advertising Content is Presented 


The presentation of advertising raises a number of issues: 
A. Do we include intrusive features? 


Ziff’s new service will include intrusive advertising at the bottom of the 
screen that is more consumer-friendly than Prodigy’s. We need to decide 
whether we should create a similar capability. 


Alternatively, we may attempt to develop mechanisms that educate 
consumers about what’s available in our advertising environment without 
becoming consumer-unfriendly. For example, specific subject areas might 
include advertiser information as content choices (1.e., “The Parenting Store” 
within the parenting subject.) 


This may be one area where agenting technology can play a valuable role. 
After the system “learns” the interests of users, it might suggest that they 
then visit specific environments. Software of this type is in the 
developmental phase and we will need to assess its potential value and 
development costs. (If incorporated into our service, such software might 
also suggest editorial choices based on the users interests.) 


B. Do we charge for time spent in the advertising environment (if we 
bill consumers using time as a factor)? 


It can be argued that consumers don’t want to pay for advertising. However, 
if our advertising environment is geared to providing valuable information, 
then we could reasonably charge consumers for access. If we decide not to 
charge, the system will need to include this capability. 


nd Bulleting Boar 


Basic software for the management of a chat function and bulletin boards 
will be incorporated into the client-server software. The cost to develop this 
aspect of the seftware will depend on the specific functions we request. 
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Strategic Issues in our Design 


The above design raises several important strategic issues: 

First, we want to maintain flexibility in our design. It is well known that 
several post-Mosaic interfaces are in the works. If at all possible, we want to 
design our system to have the flexibility to take advantage of significant 
advances in interface design. Similarly, we may want the flexibility to 


incorporate ongoing developments in software that makes use of intelligent 
agents. 


Second, we may want to explore alternative telecommunications strategies. 
There have been several reports that AT&T and MCI plan to offer Internet 
access. We may want to create a marketing alliance with one of these 
providers as opposed to developing our own infrastructure. Such a strategy 
would probably require (1) that these providers are offering well-priced 
access at the maximum standard protocol and (2) that we do not believe 


providing Internet access is a long-term profitable business that we want to 
enter. 
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AVIGATI 


Navigating, packaging and linking plans are part of any content 
strategy. Here are a few initial ideas. 


The welcome screen of a Time Inc. service could display five 
icons that would offer the user ways to navigate and browse: 


>> The Newsstand. Click here to find your favorite publications 
from Time Inc. 


>> Subjects, Click here to find articles and discussion groups 
on topics such as news, sports, entertainment, travel, health, etc. 


>>_Search. Click here to search all articles by keywords. 


>> The Front Page. Click here for a hypertext newsletter of 
what's happening and what's hot today. 


>> Your Interests, Click here for news we've gathered about 
your favorite topics. 


Here's how each would work: 


THE NEWSSTAND. This would lead to a new screen that would 
display all available Time Inc. publications, either with an icon 
and/or on a scrolling list. Choosing any one would get the user to the 
current issue of that magazine, with articles and pictures laid out 
for computer screens. There would be an option to see back issues. 
At any time, a user could click to get directly from an article to a 
related discussion groups and vice versa. 


SUBJECTS, This would call up a list of 15 or so subjects, such 
as: news, sports, business, personal finance, entertainment, books, 
family life, kids, people, travel, health, science & technology, 
cooking, pictures. 
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For each of these subjects, the user would have the choice of 
seeing material from all Time Inc. publications or engaging in 
bulletin-board discussions about that topic. 


An editor would decide which articles from all of Time Inc.'s 
publications should be listed in each of the subject areas. For 
example, the “family life" area would include most articles from 
Life, Southern Living, Parenting, Martha Stewart, Time-Life books 
and Sunset. The personal finance area might include article from 
Time, Fortune and Money. Some articles may be listed and linked to 
various subjects. For example, many articles from Parenting could 
be in both the Kids area or the Family Life area. 


Some categories might offer outside material we acquire, as 
described above. For example, the Business & Finance category may 
also have access to a stock ticker, to a transaction service for 
buying stocks and other investments, corporate reports, SEC filings, 
and to Morningstar mutual fund data. It might also offer Money's 
personal investing software and the raw data for the Fortune 500 
report. Likewise, the sports category could offer the sports-score 
ticker, statistical data, and ticket-buying services. 


The editor might also manage and create discussion groups, 
polls and quizzes. 


SEARCH, This would offer simple keyword searches or Boolean 
full-text search engines. For example, the user could type in "Hillary 
Clinton" or “baseball” or “Time Warner" or "politics" see all articles 
anywhere that mention those words or have been coded with those 
keywords. 


THE FRONT PAGE. This would be a daily newsletter that gives 
a summary of the latest news and of various stories in our 
publications that have come online recently. If this has hypertext 
capability, such as with a Mosaic interface, the user could click on 
any highlighted word and get right to the article or articles on that 
topic. 
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YOUR INTERESTS, This would allow users to specify the 
topics and information they are most interested in. By hitting this 
button, they would get a list of anything new in those fields. For 
example, | could specify that I'm interested in stories that mention 
politics, new technologies, Louisiana, Strobe Talbott, Time Warner, 
new movies, and jazz music; and that | always want the latest 
prices on my top ten stocks and the latest basketball scores; and 
that | want to get to the new postings in the child care and the 
media discussion groups. Every time | click this button, this 
information will be retrieved and listed for me. 
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Such a plan would raise many issues. To what extent would it 
cannibalize our print circulation? How would advertisers be 
incorporated in each level of content and tools? How would we 
handle digital rights for our material in this world? 


| think, however, that these are not obstacles but instead 


challenges. This type of service is going to exist someday, and the 
best way to control it is to invent it. 
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